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comers relatively to this country in world markets, organized for
aggression. Being better organized at home they attempted to
correlate their distributing and marketing activities on a scale
commensurate with production.
British overseas sales organization grew up fortuitously from the
activities of large companies in particular markets and persisted
long after it was evident that a sales organization could develop
overseas markets better than any one company on its own behalf.
In 1894 the British Iron Trade Association investigated the
question of the lack of vigour of our sales organization and came
to the conclusion that merchant selling was not suitable to the new
conditions. In the same year the German Iron Trade Association
commenced its publicity to further the use of steel in building.
British industry was characterized by a superfluity of marketing
units when a concentration of sales effort was required. British steel
was sold by contact and reputation but as consumers knew little
about steel they did not know what to order except a trade name.
Moreover, whilst some merchants were high-grade salesmen, as
good as individual adventurers always have been, they were not
technicians, and were to this extent at a disadvantage in comparison
with the representatives of foreign sales organizations.
When the large concerns commenced direct selling, merchants
dealt with the smaller firms or became disgruntled and took on the
sales of foreign steel. Whilst merchanting may have been satisfactory
in the early days of the industry when demand was elastic, as the
steel age developed the problems of the industry ought to have been
approached from the distributing end.
As Britain had no organized combination for selling, prices in
world markets were governed by foreign exporters.
The wastefulness of competing firms covering the same field of
distribution being apparent, sales organization arose after the war
in 1914-18, in response to a demand for lower costs. The advan-
tages envisaged in collective action in selling are in three possible
directions.
(1)  A higher price resulting from more scientific or more intense selling
technique.
(2)  Reduced selling costs from the elimination of individual efforts.
(3)  Lower production costs from a larger volume of sales.
In the South Wales Tinplate Corporation the Richard Thomas
group became the selling agent for a considerable section of the trade.